There is evidence to support the contention that publishing has become more important for promotion, tenure, and merit pay decisions, particularly in business schools. Ten years ago, for example, Peter Blunt (1976) said "the publishing bug is not nearly as widespread as commonly believed." Although he admitted there were financial and promotional rewards for research and publication activities, he concluded: "if you have a job by all means publish but do not worry too much if you are not publishing, most of your colleagues are not publishing either..." Similarly, Gaston, Lantz and Snyder (1975) Times have changed! In contrast to these earlier findings, a survey of AACSB Deans (McCullough, et. al. 1981 ) indicated 90% of the schools had formal research and publication programs and that publication was a requirement for promotion above the assistant rank. In addition, 82% of the respondents claimed they rewarded research and publishing with merit pay increases. Supporting these findings, Bohrer and Dolphin (1985) stated there has been a shift from vocational emphasis to research and publication in business schools. Their survey of business Deans in AACSB member schools, both accredited and nonaccredited, found scholarly activities were required by all schools for promotion to professor rank. Browne and Becker's (1985) survey of AACSB marketing chairpersons reported increasing pressure to publish in the marketing discipline today. In addition, an article by Fry, Waiters, and Scheurmann (1985) indicated while it is important to publish, "it is more important to be concerned about having publications than it is to be concerned about having publications in certain journals." Their results indicate there is a wide range of quality journals available. Finally, Peter Seldin (1985) agrees with these trends. He reported that research and publication are becoming as important as teaching for promotion and tenure decisions and that the faculty performance evaluation process has become more structured.
For marketing faculty, the message is clear--become active in research and publishing if you wish to be retained and promoted. While there have been several attempts to rank marketing journal hierarchies in the past, the recent addition of specialized marketing journals, and the increased respect for other "maturing" marketing journals has dated the findings of earlier studies. In addition there needs to be contemporary studies that provide indexes which attempt to measure importance/ 
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The Questionnaire
The questionnaire listed 30 publishing journals for marketing faculty. The journals were selected because, (1) they were frequently cited in the marketing literature, (2) they had appeared in previous marketing journal hierarchies, or (3) because of their widespread popularity and readership in the marketing profession. Several journals that were not marketing specific were included because of their apparent widespread recognition by marketing faculty. The original list is shown in Table  2 .
The respondent was asked to list the top 10 in order of decreasing importance. The first journal listed would be the most important, the second listed would be the next most important and so on. The instructions encouraged the respondent to write-in journals that were not on the original list but that were seen as important enough to include in the top 10. Although 30 additional journals were written-in by respondents, only one of them was ranked in the top 10 more than five times, Marketing Science. All other write-in journals were ranked in the top ten five times or less.
prestige and popularity/familiarity independently. Since more and more departments are seeking quantifiable indicators of performance criteria in the determination of peer evaluation for promotion and tenure, it is important to reassess marketing journal hierarchies on a regular basis. Indeed, the findings suggest significant dynamics in the hierarchy when compared with earlier studies.
The purpose of this research effort was to determine the more important publishing journals for marketing faculty as determined by the faculty, including chairpersons.
METHODOLOGY The Survey
Survey packages were mailed to 243 Deans of Business Schools which were listed in the 1985-86 AACSB Membership Directory. Each package contained a cover letter which explained the purpose of the research and outlined instructions. If the school had a Marketing department, the Dean was asked to distribute questionnaires to the department head and to two of each faculty rank (professor, associate, and assistant).
TABLE 2 ORIGINAL LIST OF JOURNALS
